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COURSE CODE: MAC 216 

COURSE TITLE: PRINCIPLES OF PUBLIC RELATIONS 

NUMBER OF UNITS: 2 Units 

COURSE DURATION: Two hours per week 

 

COURSE LECTURER: DR. ATE ASAN ANDREW 

INTENDED LEARNING OUTCOMES 

At the completion of this course, students are expected to: 

1. Understand meaning of Public Relations 

2. Know the Origin of Public Relations 

3. Know the relationship between Public Relations, Marketing and Advertising 

4. Know the functions and strategies of Public Relations 

5. To apply the concept of Public Relations in Persuasion Propaganda and Public 

Opinion scenarios  

COURSE DETAILS:  

Week 1-2: Meaning of Public Relations, Origin of Public Relations 

Week 3-4 Qualities of good Public Relations Practitioners and relationship between 

        PR, Marketing and Advertising 

Week 5-6: Roles and Strategies of PR in the society 

Week 7-8: Application of PR strategies to different sectors of Nigerian Environment 

Week 9-10 Assessment of the concepts of persuasion, public opinion and propaganda in 

PR 

Week 11: Perception in PR. 

Week 12 Revision 

 

RESOURCES 

 Lecturer’s office hours: 

 Dr. Ate, Asan Andrew (as assigned) 

 Nweke, O. F. F. (2001). Public Relations Practice: Concepts & Strategies. Enugu: 

Hamson 

OJ
Stamp
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 Nwocha, J. (2005). Effective Media Relations: Issues, Strategies and Dynamics. 

Lagos: Zoom lens 

 Chile, C. T. (2011). Marketing Foundations for Advertising and Public Relations. 

Makurdi: Dinpet Media Group  

• Course lecture Notes: http://www.edouniversity.edu.ng/oer/masscomp/mac214.pdf 

•  

 

Assignments & Grading 

• Continuous assessment 30% 

 Final, comprehensive (according to university schedule): ~ 70% of final grade 

• If you discuss any problem with anyone else, you must write their name at the top of 

your assignment, labeling them “collaborators”. 

 

• NO LATE HOMEWORKS ACCEPTED 

• Turn in what you have at the time it’s due. 

• All homeworks are due at the start of class. 

• If you will be away, turn in the homework early. 

• Late Programming Assignments (projects) will not be accepted, but penalized 

according to the percentages given on the syllabus. 

 

PREAMBLE: 

Public Relations is the corner stone and backbone of human relationship be it in families, 

government and organizational setups. Getting acquainted with the principles of PR is 

the beginning of wisdom and a road map to solving societal vexing issues 

MEANING OF PUBLIC RELATIONS 

What is public relations? 

Public relations is defined by British Institute of PR as the deliberate, planned and 

sustained effort to establish and maintain mutual understanding between an organisation 

and its publics. Fortune magazine (1939) captures PR as “...good performance today, 

publicly appreciated because it is adequately communicated.” 

Public relations is about goodwill, positive image and mutual understanding between an 

organisation and its publics. It is about healthy communication with a view to winning 

the affection of members of the public. 

http://www.edouniversity.edu.ng/oer/masscomp/mac214.pdf
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The concept of PR is found in Hebrews 13:16. It is about “doing good and 

communicating.” Iyorkyaa (1995) sees PR as the management of communication 

between an organisation and the people it deals with. 

 

HISTORY OF PUBLIC RELATIONS, DEVELOPMENT AND GROWTH IN 

NIGERIA 

In Nigeria, public relations practice started with African hospitality such as the exchange 

of valuables (or farming assistance) as a token of goodwill, friendship and love during 

funerals, intermarriages and other occasions. 

 

The rudimentary public relations practice in Nigeria grew during the arrival of the white 

missionaries. Their efforts including community relations maintenance continued to the 

1914 amalgamation, even beyond Independence -still in its rudimentary form. 

 

However, during WW2 the practice took a step towards proper development when the 

colonial administration established an Information Office in Lagos (this office also 

assisted the Information Ministry). 

 

The Information Office became an Agency in 1942, assisting the Lagos Press with 

logistics for information. 

At the end of the war, the Office was renamed Public Relations Office (in January, 

1944). It later became the Public Relations Department at the adoption of the Richard's 

constitution (in 1947). 

 

After Independence, the PR became more effective especially during ShehuShagari 

regime (towards Independence, it had been more or less press relations). 
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Noteworthy is the contribution made by private sector companies (like United African 

Company U.A.C., Shell-BP etc.) and notable personalities such as Dr. Sam Ekpelle. 

 

He is regarded as the father of Nigeria Public Relations. He founded the Public Relations 

Association of Nigeria which is now known as Nigeria Institute of Public Relations 

NIPR whose contribution to Public Relations is best seen in its Decree 16 of 1990. 

 

Today, Public Relations has gotten to a professional level in the country. 

 

QUALITIES OF A GOOD PUBLIC RELATIONS PRACTITIONER 

Iyorkyaa (1995) outline some personal qualities of a PR practitioner. The qualities are 

outlined as follows: 

1. Be able to express himself very fluently but know when to listen to another 

person. 

2. Be observant, quick to learn and have vast memory. 

3. Must have alot of human understanding 

4. He should have the courage and integrity. He should be able to speak, think and 

do things conceptually. 

5. He should be sufficiently disciplined and be able to execute things with minute 

details. 

6. He should have intellectual maturity, the power of sound judgement and sufficient 

qualities. 

7. He should be a prolific producer of new ideas as an intellectual leader. 

8. He should be able to think and act effeciently in emergencies. 

9. Be able to write rapidly and well. 

10. Be able to interprete facts no matter how jumbled up they are and arrange his 

thoughts, orderly and know where to look for facts. 

11. He should have a sound knowledge on how business works. 
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12. He should be versed in psychology, sociology, economics, politices and current 

affairs. 

13. He should be able to organise himself and others without panicking. 

14. He should not necessarilly and automatically agree with the authority. He should 

know how to propose alternative course of actions for a way forward. 

15. He is a teacher always, he is not necessirilly a crusader. 

 

PUBLIC RELATIONS, MARKETING AND ADVERTISING 

Mandell& Rosenberg (1981:6) in Iornem (1995:208) defined marketing as “an exchange 

process between producers and consumers, in which the producer matches a marketing 

offering (the product or service, plus its promotion, distribution and price) to the wants 

and needs of the consumer”. Also, Philip Kotler (1999:9) defines marketing as the 

process of planning and executing the conception, pricing, promotion, distribution of 

ideas, goods and services to create exchanges that satisfy individual and organizational 

goals.  

 

In today’s markets, companies strive to build up long lasting relationships with the 

individual consumers. They keep the relationship going, making individual customer’s 

satisfaction the cornerstone of effective marketing management. The seller wants to 

maintain favourable relationship with the buyer, the sale of a product or service is just 

the beginning of the relationship.  

 

Marketing public relations (MPR) is another important communication/promotion tool. 

Traditionally, it has been the least utilized tool but is now recognized for its ability in 

building awareness and preference in the marketplace, repositioning products, and 

defending them. Broadly, MPR is those activities that support the ultimate sale of a 

product or service. Some of the major marketing public relations tools are news, 

speeches, events, public service activities, written material, audio-visual material, 



MAC 216: PRINCIPLES OF PUBLIC RELATIONS, EDO UNIVERSITY, IYAMHO Page 6 
 

corporate identity, and telephone information services. MPR planning involves 

establishing the MPR objectives, choosing the appropriate messages and vehicles, and 

evaluating the MPR results. 

 

Advertising involves the use of paid media by a seller to communicate persuasive 

information about its products, services, or organization. Advertising is a potent 

promotional tool. Advertising takes on many forms (national, regional, local, consumer, 

industrial, retail, product, brand, institutional, etc.) designed to achieve a variety of 

objectives (awareness, interest, preference, brand recognition, brand insistence). 

 

Advertising decision-making consists of objectives setting, budget decision, message 

decision, media decision, and ad effectiveness evaluation. Advertisers should establish 

clear goals as to whether the advertising is supposed to inform, persuade, or remind 

buyers. The factors to consider when setting the advertising budget are: stage in the 

product life cycle, market share, competition and clutter, needed frequency, and product 

substitutability. The advertising budget can be established based on what is affordable, 

as a percentage budget of sales, based on competitors’ expenditures, or based on 

objectives and tasks, and based on more advanced decision models that are available.  

 

The message decision calls for generating messages, evaluating and selecting between 

them, and executing them effectively and responsibly. The media decision calls for 

defining the reach, frequency, and impact goals; choosing among major media types; 

selecting specific media vehicles; deciding on media timing; geographical allocation of 

media. Finally, campaign evaluation calls for evaluating the communication and sales 

effects of advertising, before, during, and after the advertising. 
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FUNCTIONS OF PUBLIC RELATIONS PRACTITIONERS 

Public relations have taken precedence in virtually all organisations and societies of the 

world as it is practiced in a variety of settings. It is the duty of the public relations 

manager to handle and manage campaigns in organisations. Therefore he should be 

aware of the political, social and cultural terrains of the area of operations. An 

understanding of the balance of power theory from which concepts such as unipolar, 

bipolar world systems came into use, is also vital.  

Also, understanding the concepts of “global village”, a fast shrinking world with a 

deeper consciousness of independence of nations/societies and organisations, the 

increasing complex nature of science and technology has also contributed in making the 

world a global village.  

It is therefore the responsibility of the public relations practitioner to carry out the 

following functions to enable his organisation find its rightful place in the society:  

1. Research and data collection  

2. Media relations 

3. Keeping abreast of media or communication technology  

4. Employee relations 

5. Shareholders relations 

6. Customer relations  

7. Community relations 

8. Government relations 

9. Financial relations 

10. Lobbying 

11. Parliamentary relations 

12. Corporate image advertising 

13. Corporate social responsibility, etc.  
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ROLE OF PR IN ORGANISATIONS 

According to Adamolekun and Ekundayo (2007), “Organisational operations have 

assumed modern and dynamic propositions that competition, and market forces have 

become more relevant in normal business environment. The erstwhile economic 

principles and philosophies that remained reference point for many decades have 

suddenly become invalidated with new concepts which seemed far-fetched but now 

becoming the order of the day”.  

Today, Public Relations play a vital role in building the reputation of a company based 

on its vision, mission, goals and performance. These roles are stated below:  

1. Advisory and counseling:Public relations practitioners help their organisational 

executives by advising and counseling them on how organisations should operate 

effectively. This is done through research. The public relations practitioner 

embarks on research to know what the problem is all about, the causes and the 

possible solutions.  

2. Planning and execution of all Public Relations related campaigns and programmes 

3. Arranging press conferences, event coverage, open days, press monitoring, public 

relations and facility visits for the media. These can be summed in whole as event 

management.  

4. Providing effective internal communication by making public opinion survey 

results, media comments/print media clippings, reports and other intelligent 

information available to departmental executives.  

5. Clears all the publications, news stories and information that concerns a particular 

department with the departmental head before sending or releasing to the press.  

6. Crisis Management:Reddi (2009) states that one of the findings of research is 

that when facing a crisis situation, management tends to react in very restrictive 

ways. In crisis situations, public relations executives step in to handle the situation 

in a proper way.  
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PERSUASION IN PR 

Persuasion is the systematic and skillful method of creating awareness aimed at either 

changing, or strengthening of opinions, attitudes, beliefs or values for a more positive 

(desirous) outcome. 

 

As communication's motivating force, it comes in different forms such as posters, 

billboards, stickers, handbills etc. and are easily within the targeted audience reach. 

 

Audience responses can be overt or covert. Overt responses are relatively easier to 

observe than covert responses. Audience responses could also be delayed or immediate, 

with respect to time frame. 

The actions of persuasion can be summarized into:  

 Continuance 

 Discontinuance 

 Adoption 

 Deterrence 

To further understand persuasion, a good grasp of the Psychodynamic model and Rank's 

model is needed. 

 

The psychodynamic model the different levels of information flow from one level to 

another. It makes use of three concepts: SELF concept, Onion Bulb concept and the last 

concept that emphasizes on the use of force. 

 

Rank's model however, uses two main methods in accomplishing its persuasion process: 

 Intensifying - The persuader uses Repetition, Association and Composition in 

achieving his intensification of his good and others bad. 

 Downplaying - Here, there's a downplaying of both his bad and others good. It's a 

deliberate act that uses three major tactics; Omission, Confusion, and Diversion. 
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The bedrocks of effective persuasion are: 

1. Credibility: it is synonymous with the Greek word Ethos and it determines just 

how well the content of a message is understood. It is further enhanced by the 

persuader's intention, interpersonal attraction and competence and character. 

2. Reasoning: Also synonymous with the Greek word Logos. This is a fine basis of 

persuasion that demands your message to be sound  and logical. 

3. Motivation: It is the driving force behind people's actions. It is the propelling 

force. The Greeks call it Pathos. Abraham Maslow (1954) Theory of Needs, 

Vroom (1964) Expectancy Theory and Frederick Herzberg (1968) Job Satisfaction 

Theory give better insights as to what actually motivates people. 

4. Refutation: The act of proving that a statement or opinion is false. 

5. Conducive communication environment. 

6. Interest: Any message to be communicated should be able to arouse people's 

interest. 

 

PUBLIC OPINION IN PR 

Public opinion is the aggregate result of individual opinions on a public matter which 

affect groups of people, a consensus among a varying significant number of persons 

which emerges overtime from all the expressed views that cluster around an issue in 

debate. 

 

The Publics must be heard and their views respected in organizational decision-making. 

There are three Publics and they are: 

1. Mass: These set of Publics are the majority opinion holders who show little or no 

interest in opinion expression. For example, the common street man. 
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2. Attentive: They are mainly students, civil servants and other enlightened people 

who show interest on public issues but lack the opportunities to pass their opinions 

across for public attention. 

3. Opinion-making: They are an insignificant minority of the Publics are the most 

active due to their elevated social status in the community. They have the 

necessary facilities needed to get their opinions across for public attention. They 

could be government functionaries, opinion leaders, seasoned politicians etc. 

 

An effective Public Relations should always know the attitude (or mood) of its Publics 

towards the organization which could be Positive, Passive or Negative.Opinion and 

attitude formation is affected by a number of factors such as: 

1. Family 

2. Opinion leadership - the role of opinion leaders is also a factor 

3. Health 

4. People's needs 

5. Interests etc. 

 

Public opinion can help an organization to get become more effective. It also assists in 

proper evaluation of Public Relations programmes. An effective public opinion could 

help check the organization's excesses (like environmental hazards). The lifespan of any 

organization is determined by Public opinion thus its role cannot be overemphasized in 

Public Relation. 

 

PROPAGANDA IN PR 

Propaganda is a process of social engineering and expression by which public opinion is 

influenced, molded and manipulated to suit the interest of the propagandists. It is also a 

resourceful tool of persuasion. 
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Though propagandas can be insincere, distorted, and deceptive, it is very much still 

educative and informative. It is dual-faced, presenting both false and true information. 

It uses media as its most effective tool of communication. Examples of media used are 

pamphlets, billboards, newspapers, television, radio etc. Electronic media are preferred 

for their many advantages. 

Objectives of Propaganda: 

1. To confer legitimacy and credibility for their cause by convincing the masses, 

especially their supporters, of the rightness, morality and sincerity of their pursuit 

and in so doing sustaining their continuous understanding, goodwill, solidarity and 

prayers.  

2. To divert public attention from their failures, mistakes, problems etc. 

3. Propagandists also use propaganda as a defense mechanism to support their 

policies, programmes and actions in the event of popular agitation or opposition, 

etc. against their cause. 

4. To show the genuineness of their cause, their interest for public welfare and all 

their actions as being well intended. 

5. To sensitize and mobilize public support and approval for their (propagandists) 

cause. 

 

Propaganda could be Religious, Political, International Communication, International 

Relations or Economic. 

Propaganda of the Deed: According to Baskin and Aronoff (1988), is provocative act 

committed to draw attention toward an idea or grievance in order to get publicity. 

Techniques of Propaganda: 

1. Stereotyping or name-calling 

2. Outright lying 

3. Repetition 

4. Assertion 
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5. Plain-folk appeals 

6. Bandwagon appeal 

 

PERCEPTION AS A CONCEPT IN PR 

Perception is a process of selecting, collecting, collating, organizing, analyzing, 

interpreting sensory information and assigning meaning to it. 

 

It could be viewed as a mental process of filtering communication. Myers and Myers 

(1973) asserts that, you know about reality and the world in which you live comes 

through perception - a process of selecting, organizing, and interpreting sensory 

stimulations into a coherent picture of the world. 

Perception takes place in three main stages, namely: 

 Selection: This is the use of sensory channels of sight, smell, taste, smell and 

touch to select the stimuli that meets our most pressing or immediate needs. 

Selectivity could be divided into three types; Selective exposure, Selective 

attention and Selective recall/retention. 

 Selective perception helps reduce our workload by way of avoiding unwanted 

information or communication, and in picking up those we need. 

 Organization: This is the arrangement of stimuli based on certain principles like 

the principles of proximity and similarity. Proximity could be physical or 

psychological. 

 Interpretation - Evaluation: This is the last stage where the incoming stimuli is 

converted into a meaningful whole though the results of this stage could be quite 

subjective. 

 

Perception requiring both mental alertness and active participation of the individuals 

involved can be influenced culturally. 
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Our first impression, psychological constraints, primary or secondary mediations, 

stereotyping, attractiveness of the object of perception etc. are all factors that could 

affect one's Perception. 

Ways of improving perception: 

1. We must strive to create the climate of truth, confidence and comfort in the 

perceptual process. 

2. Snap judgments and jumping to conclusions should be avoided. 

3. Appreciate the dynamic nature of our present society that paves way for 

continuous change - thus our perceptions of things also must change just as these 

things themselves change. 

4. Remember always that no two humans are alike. 

 

SELECTED PUBLIC RELATIONS CASE STUDIES 

1. THE CASE OF INDOMIE INSTANT NOODLES  

Indomie has been enjoying tremendous patronage over the past 15 years in the 

market. Dufil Group (its producers) has had a remarkable impact on the Nigerian 

Economy by producing and selling the instant noodles.  

 

Indomie instant noodles as a product is believed to have been targeted mainly at 

children at the initial stage before other demographic groups were seen as 

potential customers much later.  

 

With the remarkable stand the product exclusively enjoyed in the food market 

over a long period of time, competition arose. Several other top players in the food 

industry brought stiff competition. However, consumers of indomie showed a high 

level of brand loyalty.  
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Eventually, propaganda was used, almost killing the company and product’s 

image; Dufil Group was said to have released a poisonous batch of the popularly 

accepted and patronized noodles and one person was reported dead from eating 

the noodles. The news was all over the place and people reacted to the propaganda 

by playing sage and refusing to continue to patronize the product.  

 

The organisation brought Public Relations to play as it employed the following 

strategies:  

 Branding  

They came up with other Brands of the noodles like onion flavor, chicken 

flavor and soup style to have sufficient products to face the competitors. 

 Media Relations 

They judiciously made us of media relations, to leave an imprint of their 

products in peoples’ minds by using radio, television and bill boards. They also 

used the media to clear the minds of the people of the erroneous information 

being sponsored by their competitors by recalling the products released at this 

period over various media.  

 Bonanzas  

Rather than fold up, the producers of Indomie Noodles organized programmes, 

awards and competitions and also sponsored programmes to get people 

familiarized with their product. For instance, buy one and get a gift. They also 

associated with children and adolescents by using pictures of popular cartoon 

characters to catch their attention. They did not stop at that, they donated 

billboards with the product boldly advertised on it to several primary and 

secondary schools across the federation, especially in Lagos State.  

 Target  

They added to their target, that is, they did not focus on children alone, rather, 

they included other categories of people in the society: adults, youth, and old 
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people, such that noodles became a main dish in several restaurants with 

people specifying their preference for indomie. They achieved this with proper 

research and evaluation of their actions. The name indomie can be said to have 

become trademark name for noodles owing to professional Public Relations.  

 

2. THE CASE OF ELDRICKTONT 

EldrickTont, popularly known as Tiger Woods was born on December 30, 1975 at 

Cypress, California. He was married to Elian Nordegren and he has 2 children 

Sam Alexis and Charlie Axel. He became a professional golfer in August 1996 

when he won the PGA Tour 73 times.  

 

Crises: Sex Scandal 

 The New York magazine linked Tiger Woods to a New York party hostess 

Racheal who was one of his mistresses. Tiger Woods was said to have had 14 

mistresses. 

 This scandal made him loose about five major sponsors putting his career to a 

temporary halt. 

 His wife filed a divorce and succeeded.  

 

How he got over the problem 

 He held a Press Conference, where he apologized to his fans and families. He 

did something unique, he owned up to the truth, he made an appeal and 

promised that such would not re-occur.  

 

This proves that Public Relations is not a game of lies, it is a gain of trust. 

 

 

 



MAC 216: PRINCIPLES OF PUBLIC RELATIONS, EDO UNIVERSITY, IYAMHO Page 17 
 

3. THE CASE OF TOYOTA 

The Toyota Company faced some crises with one of its newly produced models 

which was said to have come with certain factory errors causing a Car Crash in 

California on August 28, 2009 killing four people. One of the major problems 

with this model was that its accelerator pedal was being disturbed by the rug in the 

car due to its nearness to the car’s body, this made the pedal to often stick, not 

responding to the driver’s operations. 

 

This led to the recall of specific models of their cars. Toyota Motor Corporation 

tried very hard to maintain their reputation to the people of the world by 

compensating customers who already bought the car. 

 

To resolve the issue and regain societal trust, Toyota Motor Corporation embarked 

on the following strategies:  

 Product recall 

They recalled all of the affected products by sending the buyers letters on 

October 30, 2009, confessing that they had done something the wrong way.  

 Testimony to truth  

The president of Toyota Motor Corporation testified before the United States 

Congress hearing in February 2010. 

 Publicity  

Toyota told the truth by announcing that their product had several problems 

which included seat belts, power window, gas pedal, and the carpet, which 

people didn’t know about. They became open about it. 

 Singular response  

Despite the numerous workers in the Toyota Corporation, only the president 

was mandated to address the issue by calling a press conference.  
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Toyota showed that it had the capacity to handle the problem at that time by 

creating immediate solutions.  

 

These and many others are case studies in Public Relations. The actions of the 

organizations involved may be further studies to entrench them as strategies in 

solving PR problems.  

Conclusion  

All the cases above in one way or the other align with Public Relations theories which 

have proven successful over the years. There are several other cases which may be 

studied and analysed according to the Public Relations process.  

 


